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Abstract 
In the context of growing interest for organic products and assuming that their prices are, in most cases, higher than similar 
conventional products, we conducted a study upon Romanian consumer perception on the price of organic products. We decided 
to find out, among other things, how the Romanian consumer appreciates quality-price ratio of organic products existing on the 
market, which is the maximum price that would seem acceptable for buyers of organic products and how the price influence the 
purchase / not purchasing organic products. The research results showed that the Romanian market is sensitive to price differences 
in the case of organic products and high prices is one of the main reasons that limit the purchase. 
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1. Introduction 
The organic products market is growing rapidly worldwide, tending that for some product categories, already 
exceed niche status (IFOAM, 2013). The same can be said about the Romanian market, especially in the last decade, 
during which both the number of registered producers in organic farming and organic food consumption increased 
constantly. (MADR, 2014). Are well known and widely discussed benefits which the practiced organic farming brings 
to the environment or people's lives in general. In this context must be taken into consideration also the costs that the 
consumer has to bear for the benefit of certified organic products. Thus, we proposed a study to analyze the Romanian 
consumer perception upon prices of organic products and how they influence buying behavior and consumption of 
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organic products. The study is based on two in-depth researches conducted nationwide in 2014, which we will detail 
in the next chapter. 
Given the use of formulations such as "perception upon organic products" or "perception upon organic products 
prices", we find it necessary to make some conceptual clarification. In quantitative research among consumers emerges 
the idea that the respondents see the organic products, whatever they may be, as a special category of products. A 
small number of them make a difference between organic food and non-food organic products. Even a smaller 
percentage, under the margin of error, differentiate between organic products intended for consumption (food, 
cosmetics, clothes, etc.) and organic products that aim at protecting the environment (lighting, fuel, plastics, etc.). 
Instead, respondents, at least those who know what the organic products are, make the difference between organic and 
conventional products naturally, without any effort. 
Regarding the prices of organic products is a broader discussion. To work with such a concept, in a way so 
generally, requires some limitations from the beginning, which we assume and are to discussed. Considering that most 
consumers perceive organic products as a special category of products, they tend to associate a price to this category. 
More specifically, have a general overview about the price of organic products, which they report, as generally, to the 
price of conventional products. 
 For the vast majority of respondents, the prices of organic products are big, but convenient to the quality offered 
Therefore, in this study we aim to identify some general directions, perceptions of consumers, and we do not report 
specifically to some product categories or price segments. 
2. Research methodology 
The purpose of this study, as we said before, is represented by the determination of the Romanian consumer 
perception on prices of organic products and the analysis of how perception upon prices influences the buying behavior 
of organic products. In addition, we considered the identification of some objective factors that cause higher prices 
for organic products compared to similar conventional products, in order to observe to what extent these aspects 
influences consumers to accept higher prices. 
The study is based on two in-depth researches, conducted between October 2013 and June 2014. It is a qualitative 
research, among producers and a quantitative research among consumers. 
The exploratory research was conducted between October and December 2013. The primary data collection method 
was represented by an in-depth semi-conducted interview. The sample questioned included 15 persons, owners or 
managers of organic farms. To obtain a more comprehensive picture, there were surveyed farmers in all geographic 
areas of the country. Also, there are represented important agricultural producers in all major sectors. An important 
part of the objectives of this research followed the way prices are set up in case of the organic products. 
The quantitative research was conducted among consumers and targeted a sample of 1,000 people nationally 
representative for urban areas. Rural areas have not been considered mainly due to very large scale of own production 
consumer phenomenon that it is present in rural areas. It was followed and achieved with a satisfactory accuracy a 
random sampling, structured based on sex, age group and type of residence. In terms of place of residence, we 
considered three different versions: a town with less than 200,000 inhabitants (corresponding to the category of a 
town), a town with more than 200,000 inhabitants (big city) and Bucharest, treated separately because of its specificity 
and significant share in the total of national urban population. The research was conducted by survey, the data 
collection tool being the questionnaire by telephone. 
In quantitative research among consumers, four questions aim directly the perception upon prices, while several 
other questions are relevant to how the price of organic products influences the buying / not purchasing them. 
To analyze the data from the qualitative research, it was used the method of content analysis of the interviews, 
while for the quantitative research data analysis it was used IBS SPSS software. 
3. Prices issue of the organic products 
It is enough a simple observation on the store shelves to find that the prices of organic products, where available, 
are generally higher than similar conventional products. Price differences fall within very wide limits, from 10-20% 
and far surpassing 100% in some cases (Halpin, 2004; Atanasoaie, 2013). The differences vary depending on many 
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factors, such as product category that is analyzed, the product considered benchmark of this comparison, store type 
studied, etc. The fact that prices of organic products are generally high, being part of the premium category is 
frequently noted in this domain literature, representing a universal phenomenon (Bate, 2007; Misner, 2013; Pearson, 
2008; Halpin, 2004). Further on, we intend to make a brief analysis of the factors that lead to higher final prices for 
organic products compared to the conventional ones. Such an analysis we consider to be useful for a better 
understanding of the perceptions and attitudes of consumers towards the organic products. 
During in-depth interviews conducted with a series of producers registered in organic farming, we could draw some 
clear conclusions that have a direct connection with the price of organic products on the market (Fig. 1). The first, is 
that there are major differences depending on the agricultural industry studied, but on this subject, we shall return 
later. 
 
 
Fig. 1. Factors determining a higher price for the organic products, as reported by the producers 
The most important conclusion of qualitative research concerning the prices, is that the vast majority of producers 
(over 75% of them) say they have higher production costs than the operators of conventional agriculture (Bozga, 
2013a). This seems to be the most important aspect in the area of obtaining originating animal products, where the 
cost of providing certified organic feed and the unavailability on the Romanian market of some of the necessary 
ingredients, contribute greatly to the increasing of the final price of the products. 
Lower productivity it is also reported by the majority of respondents (almost 70% of them). Compared with 
conventional agriculture, organic farming operators mentioned low productivity as the most important issue for 
business profitability. 
Difficulties in valuing production, generating losses were mentioned by 50% of the respondents. This problem has 
not been reported by the wholesale producers, but by those who try to sell directly to retailers. The main cause of the 
problem seems to be the small size of the operators, the small amount of products destined to the market, making it 
difficult to establish relationships with major retailers. On the other hand, also the medium-sized operators say that 
they have such problems, citing as causes the seasonality of demand and the harsh conditions imposed by the major 
supermarkets in the Romanian market. (Bozga, 2013b) 
In addition, among the factors leading to higher prices for organic products were also mentioned the cost of fixed 
assets, in the livestock industry, much higher due to legal regulations towards animal welfare. Also, there were 
mentioned things such as high costs in the distribution of small amounts of products on a vast geographical market, 
the lower validity of the products, or the costs with certifying of the organic farms. 
Throughout the exploratory research, we were able to study the problems and causes that lead to the rising of prices 
among primary producers. Some of them have expressed a point of view regarding the retailers, resulting conclusion 
being that the relationship between producer and retailer is often a difficult one. Also, retailers tend not to transmit 
further to the shelf the discounts offered by producers in some periods (often significant, up to 30%), thus preferring 
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to increase their profit margin. A survey among traders who have a portfolio of organic products should be necessary 
for a better understanding of the market, representing one of the limitations of the present study. 
Before considering in detail the views of consumers on the prices of organic products, we can conclude that they 
are generally more expensive than conventional ones and that at least some of the difference in price is due to some 
objective reasons related to the production process. 
4. Consumers perception upon the prices of organic products  
Regarding the prices of organic products, there were questioned only respondents who previously had declared that 
they know or think they know what they are, meaning about 87% of the total sample. (Fig. 2a)  
 
 
Fig. 2. (a) Responses distribution to the question ‘Do you know what are organic products?’; (b) Answers distribution to the question ‘ Have you 
ever bought organic products?’ 
Also, we treated differently the respondents who said they bought organic products and those who say they have 
not yet bought organic products, in the latter category including responses such as "do not know / do not think" (fig. 
2b) 
In terms of buying organic products, percentages are based on the sub-sample that knows what organic products 
are and for which such a question makes sense. It can be seen that nearly three quarters of the sub-sample said that 
they had bought at least once organic products, accounting for about 63% of the total urban population of Romania. 
To both subcategories of respondents it was asked the question "How do you find the prices of organic products in 
general?". Responses were recorded using a semantic differential with 5 answers (fig. 3). The question itself contains 
a limit, meaning that it tests the general perception of respondents about the prices of organic products and does not 
refer to a specific category of products. It is impossible to say what does the respondents think at when evaluating the 
prices of organic products. As a general perception, over the total respondents, we got the responses from Figure 3. 
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Fig. 3. Answers distribution to the question ‘How do you find the prices of the organic products, in general?’ 
Note that 63.5% of the respondents believe that prices of organic products are generally large or very large, while 
almost a third considers them acceptable. Those who believe that prices are low or very low constitute an insignificant 
group (under 2%). There are some differences between respondents who buy organic products and those who have 
not yet bought such products in terms of price perception. (fig. 4) 
 
 
Fig. 4. The perception upon organic products prices, in comparison, among buyers, respectively non-buyers of such products 
 
Those who did not buy organic products tend to perceive their prices higher than those who buy. Approximately 
35% of those who do not buy organic products believe that they are very expensive compared to about 25% of those 
who bought such products. At the same time, only 18% of the non-buyers consider the prices of organic products 
acceptable compared with over 37% from those who do buy them. Considering that the price was named among the 
main reasons for not purchasing organic products, this difference in perception is easily explained. 
In other way of saying, the prices are mostly considered very high by the elder people, while a much higher 
percentage of young and middle-aged people declare that they are "so-so". This can be explained by the low income 
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of the elder Romanian people, but also through the perception / higher interest young consumers have towards organic 
products. 
Taking into the consideration that nearly two-thirds of the respondents believe prices of organic products being 
high or very high, they were asked to express the percentage of how they would seem reasonable to pay more for an 
organic product compared to a similar conventional one (fig. 5). 
 
 
Fig. 5. Answers distribution to the question ‘How much it would be reasonable for you to pay extra for an organic 
 product in comparison to a conventional one?’ 
We opted for such a scale, based on cost differences reported by producers and observing prices of organic products 
on the shelves, on one hand, and consulting the specific literature, on the other (Smithson, 2006; Lea, 2005; Makatouni, 
2002). 
  The overwhelming majority of respondents stated that they would seem acceptable to pay up to 20% more for an 
organic product. The result is very similar to what other authors have obtained, who studied the organic products 
market in Romania in recent years (Dinu, 2014; Atanasoaie, 2014), although the samples used by them were not 
statistically representative. 
This response can be analyzed from two different points of view. The first one is that respondents are aware that 
organic products involve higher production costs than usual ones and provides a better quality, being willing to pay 
extra for them (only 11.5% of those surveyed believe that organic products should not be more expensive than 
conventional ones or that they are not willing to pay extra for it). From another point of view, it should be kept in 
mind that when they are asked such a question, respondents tend to automatically report to their possibilities, at their 
own income. The fact that the vast majority would be willing to pay more, but not more than 20% may indicate that 
respondents are aware of the organic products value, but they have limited or modest incomes that do not allow them 
to pay a lot of extra money for quality. 
There is also a significant group of respondents who would be willing to pay up to 50% more (16.2% of them) and 
very few respondents who would pay more than 50% extra. Considering that on the Romanian market there is a wide 
range of organic products, mostly imported, costing more than 100% in addition to a conventional premium product 
(category: chocolate, teas, soft drinks, etc.), it must be considered that the niche of those who would be willing to pay 
so much extra is very small (0.6% which could pay double or more, below the margin of error of any research). 
In other of saying, the young and middle-aged people seem willing to pay extra for organic products than the 
elderly, but the differences are not very large. 
Respondents who consider themselves well informed about what organic products mean, are more willing to pay 
extra for them. Also the level of education influences consumers' willingness to pay more for organic products in the 
same sense as the information degree, but in a lesser degree than this. 
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Nevertheless, also in this case should be clarified a number of conceptual issues. First, one cannot say which 
category / categories of products each respondent thinks when making a comparative reporting. Secondly, we must 
consider that it does not exist, in fact, a price of conventional products and organic products price. Within each 
category of conventional products there is a range in which their price fits, higher or lower, depending on the quality 
of the products, retailers, etc. We have no reason to believe that respondents are considering an average price or a 
premium one of a certain category of products. It is rather presumably, that if the respondent buys generally cheap 
products, he will report to their price. 
Third, the fact that a respondent stated that he would seem acceptable to pay a certain maximum percentage in 
addition, does not mean that, at least in certain circumstances or for certain products, the respondent might not be 
willing to pay a margin higher than originally stated. 
For the subsample of respondents who said that they bought organic products, it was possible to assess the 
perception over quality-price report, in the case of organic products. In this situation we considered sufficient a 3-
answer scale (fig. 6). 
 
 
Fig. 6. Respondents’ opinion on the quality-price ratio of organic products. 
The fact that only 1.8% of the respondents think the price is low compared to the product quality and over 47% 
that the higher price is not surprising given the low level of incomes of the majority population. What seems 
surprisingly, is the high percentage, about half of the buyers of organic products, who estimates that the price is fair 
compared to the quality of products. In this situation there are two possibilities, and probably two categories of 
respondents. A category of consumers who appreciate very much the quality of organic products and are aware of the 
additional costs involved in their production. And another category which probably buy conventional products at 
prices similar to other conventional products, which they think that are organic. 
5. The way in which the price of organic products influences the buying behavior  of the Romanian consumer 
To clarify how the price of organic products influence buying behavior, it is necessary to make again a distinction 
between the category of respondents who bought organic products and those who have not bought so far such products. 
In case of non-buyers, it is relevant to identify the extent to which the price of the products represents a reason for not 
purchasing. 
The results obtained, regarding the categories of non-buyers are interesting in that the high price of products is one 
of the main reasons for not purchasing, but not the most important (tab. 1). The respondents had to answer unassisted 
to the open question "What are the main reasons why you have not yet bought organic products?". In most cases, the 
respondents had only one reason (although they could have provided several), presumably the most important of them, 
thereby facilitating in this way the data analysis. 
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       Table 1: Main reasons for not buying organic products 
 What are the main reasons why you have not bought organic 
products so far? 
   Respondents Percentage 
1 Own production. Family has a farm at the countryside 33,1 
2 The lake of confidence in conformity of the organic products 28,9 
3 The price is high 23,2 
4 Organic products are not available. They are hard to find 9,9 
5 Not interested in organic products. Do not need such products 8,5 
 
It can be seen that the high price is mentioned among the main reasons for not purchasing organic products by 
about a quarter of the respondents, ranking the third place in the number of mentions. The most common reason for 
not purchasing is the own production, a feature of Romanian market that significantly influences, it seems, also the 
urban population. Also the lack of confidence seems to be a reason met frequently for not purchasing, even more than 
high prices, but these two criteria could be somehow correlated. Lack of trust in organic products do not refer to the 
term of organic product, but to the fact that respondents do not trust that organic products strictly fulfill the rules of 
certification (specifically that they really are organic). And in order to pay a higher price, the consumer needs 
confidence, the guarantee that the purchased product really has better quality than conventional products, which would 
not happen if organic products do not meet the minimum standards required by law. 
What can be said indeed with sharp precision is the fact that for a quarter of those who do not buy organic products, 
high price is one of the main problems. 
Continuing the analysis, we selected among non-buyers, the segment which declared that they would be willing to 
buy organic products in the future or that it is possible to do so (approximately 70% of the non-buyers). They were 
asked to name, unattended, the factors that could influence them in the future to try to buy organic products. The main 
categories of responses identified, in order of frequency, can be found in Table 2. 
    Table 2: Factors that could encourage the buying of organic products among the non-buyers. 
 What could determine you to buy organic products in the future?   Respondents 
Percentage 
1 More confidence. The safety that the products are organic  22 
2 Lower prices  19,5 
3 A healthier way of life. Other reasons concerning the health 16,3 
4 Do not know. Can’t answer. 11,4 
 
Decreasing of price ranks second in number of mentions, being obviously one of the main factors that might 
influence the buying of organic products among non-consumers. In this context we could also remember the 4% of 
respondents that is mentioning revenue growth and for which, by default, the current price of organic products seems 
prohibitive. Surprisingly, including in this case solving the problem of credibility of organic products remains the 
most frequently mentioned factor that could favor buying. 
For buyers of organic products, the price seems to have a strong influence on the frequency of purchase and perhaps 
on the volume of purchased organic products. Considering the fact that over half of buyers say that they buy organic 
products occasionally and only 9% several times a week, we wanted to know what would cause the respondents to 
buy more often buy such products. They responded unassisted, and the main categories of answers that we could 
identify can be found in the following table (Tab. 3). 
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   Table 3:  Main factors that could determine the respondents to buy organic products more often. 
  What could determine you to buy organic products more often?   Respondents 
Percentage 
1 Lower prices 32,8 
2 The safety that the products are organic. Confidence in farmers 30,1 
3 Products’ availability in stores. The existence of a greater variety of 
products 
10,9 
4 Higher income 6,1 
 
In this case, it can be noticed that decrease in prices is the most important factor that would cause a greater 
consumption of organic products. While almost a third of respondents name the decrease in prices, a significant 
percentage mention income growth. In total, for about 40% of buyers of organic products in Romania, high prices or 
insufficient income limit frequency of purchase of these products. 
For women, lower prices seem to be more important than for men, 35% of them stating this, compared with 25% 
of men. Also, young respectively middle-aged respondents mentioned lower prices, with a higher share than the 
elderly, the explanation of this fact, probably the type of products purchased by the latter (cheaper products from the 
market). 
It can be observed that for both buyers and those who have never bought organic products, the reasons for limiting 
the acquisition are very similar. Also, the price seems to matter to a greater extent for those who are already buying 
such products. 
Given that the prices of organic products are higher than similar conventional products, in most of significant cases, 
we considered useful to know what cause buyers of organic products to pay extra for them (Tab. 4). 
     Table 4: Reasons that motivates consumers to pay more for organic products 
 What would cause you to pay more for organic products 
than the usual ones? 
Respondents 
percentage 
1 Reasons concerning the health 62,6 
2 Superior quality; Better taste 22,8 
3 Do not contain chemicals/hormones/antibiotics/GMO 7,8 
4 Product safety; Quality guarantee 4,1 
5 Care for the environment 2,1 
6 Does not pay extra 4,3 
 
It is clear that health related reasons is the main factor that determines the respondents them to pay more for organic 
versus conventional products (62.6%). Since this was an open question, in this section we have included responses 
such as "are healthier," which refers rather to the product and the effects that it has upon health and responses such as 
"health problems", "I'm allergic to other products”, "a healthy lifestyle", "I want to live longer" or "health", which 
refers to the health and lifestyle of the respondent. 
Reasons related to health are correlated with respondents' age, meaning that the percentage of those who mentioned 
reasons related to health increases with age category (55% of young people, 63% of the middle-aged, 76.3% of the 
elderly). At the same time, the quality and taste of the products are mentioned equally by the young and middle-aged 
people (24.8% of these age groups) and with a much lower frequency by those over 60 years (12.5%). 
To be noted that the concern for the environment or nature is mentioned by only 2.1% of the respondents, mainly 
of those who say that they also buy organic products other than food. 
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6. Conclusions 
Organic products are, generally, priced higher than similar conventional ones. Among the causes of this situation 
are reasons like limited supply of such products, many of the organic products present on the Romanian market are 
imported from outside the country, but also a number of reasons related to the production process. According to the 
manufacturers, the most important reasons are higher input costs and lower productivity compared to conventional 
systems. A big part of the consumers seem to be aware of the fact that obtaining organic products implies higher 
production costs and, compared to products from traditional agriculture, organic products have superior qualities. 
However, the vast majority of consumers (63.5%) considers the prices of organic products to be high or very high. 
For about 70% of all respondents, it would be acceptable to pay only an extra 20% for organic products compared to 
the ordinary ones. At the same time, almost half of organic products buyers believes that the quality-price ratio is fair 
for this type of products. 
These responses are most likely related to the low purchasing power of consumers in the Romanian market, but 
also with the majority of respondents` will (including those who have not yet bought organic products) to consume 
organic products. From the Romanian consumer`s point of view, organic products are healthier, tastier and safer than 
conventional ones. 
Price is one of the main factors that limits the purchase and consumption of organic products. In case of some of 
the open-type questions, price was mentioned by a very high percentage of consumers from all categories among the 
issues that prevent or limits the acquisition of organic products. 
Although organic products` high prices are an important issue for all respondents, some categories were identified 
as being more sensitive to price. Elderly people is the category of respondents for whom price is the main problem in 
buying organic products. Their low income, compared with the general population, is the most likely explanation for 
this phenomenon. At the same time, we have identified some categories of respondents that seem to consider the price 
of organic products to be more acceptable. A large part of the young adults and of respondents with a high level of 
education (university studies) consider the organic products` prices to be reasonable. For these categories of 
respondents, the higher degree of information and their income level are, probably, a positive influence on perception 
of organic products` prices.  
There is a significant consumer group (16-17%) who would be willing to pay up to 50% more for organic products 
and a small category of approximately 2%, which would pay up to 100% more for the same type of products. 
Considering that respondents were realistic in their estimates, we are let to believe that there are significant prospects 
of market development for a wide range of organic products. 
Although we were able to identify relevant responses in relation to the issues studied, the study on organic products` 
prices has a series of limitations. The most important limitation is the fact that we were operating with very abstract 
and general concepts. Although consumers did not seem to have trouble understanding these artificial concepts, their 
responses may have been influenced by the high degree of generality of the questions. For an in-depth understanding 
of the issue of pricing in Romania, we believe it is recommended to carry out more studies focused on different product 
categories. We also believe, that in this case, using a tool like the marketing experiment would be extremely useful, 
to clarify (and possibly correct) some results obtained in survey type studies. 
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